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HEN the late George C. Murphy opened his first "Five and Dime" store in McKeesport, 
Pennsylvania, in 1906, little did he realize that he was sowing the seed for the large, well 
organized merchandising institution it is today. By 1911, there were 12 Murphy stores, in 
towns surrounding the headquarters in McKeesport. In that same year, John S. Mack and 
Walter C. Shaw purchased controlling interest in the Company. Mr. Mack was elected 
President and Chairman of the Board of Directors of the new company and held that position 
until his death in 1940. 

Mr. Mack and Mr. Shaw represented an ideal team to lead the young company on to 
record-breaking achievement. Both men had original and concurring ideas about the variety 
store business and management, and both were equipped with plenty of experience in the 
work. Mr. Mack had risen from doorman to general manager in the Five and Dime business 
in Johnstown, Pennsylvania, and Mr. Shaw, a fellow employee, was equally well versed in 
knowledge of the business. Mr. Mack has often been referred to as the "visionary" 
or "planner" for he originated many of the ideas which became the successful, basic policies 
of the Company that have been maintained throughout the years. 

Mr. Mack's theories of variety store management were revolutionary in their day. He could 
see no reason for the so-called "dime store" to be limited in its service to customers by con¬ 
fining its merchandise to those items retailing at no more than ten cents. He believed that 
customers who came in to buy five and ten-cent items would be equally as interested in articles 
costing somewhat more and it was he who first introduced 25c merchandise into the stores. 
Today, Murphy stores realize a large volume of business in merchandise retailing at $1.00 
and over, proving Mr. Mack's theory correct. 















Instead of joining the race to open new stores, the Company launched upon a policy of 
vertical expansion; that is, extending all existing locations and furthering development of 
present stores to realize maximum volume. This was one of the policies that permitted the 
Company to grow and prosper during several bad economic periods in our country’s history. 
Mr. Mack and Mr. Shaw believed implicitly that the element of personal initiative should be 
developed to its fullest extent in every employee. They took exception to the popular con¬ 
cept of rigid control from the Home Office, believing that the Company would benefit if 
managers were permitted to exercise their own initiative in the daily operation of stores 
under their supervision. 

Under the leadership of Mr. Mack and Mr. Shaw, the Murphy Company progressed 
steadily through the years, adding to the number of stores and increasing the sales volume. 
After 1911, the Company showed a loss of sales over the preceding year on but two occasions, 
and in one of those years the loss was less than 1%. With these two exceptions, the Company 
has not shown less than a 6 % sales increase every year since 1911. During 1912, which 
was the first full year the stores were under the Mack-Shaw direction, a sales increase of 
47.2% was realized. 

In the first year of the Mack-Shaw management, six new stores were added, five the follow¬ 
ing year and six more in 1914. Around 1927 and 1928, stores were added at a more rapid 
pace and twenty were added each year between 1927 and 1929, bringing the total number 
up to 153 stores at the close of that year. After that, the expansion slowed down to an average 
of three to five stores a year, and, from 1941 to 1944, no new stores were opened, and only 
one in 1946. 

In addition to its pioneering managerial policies, the Murphy Company has instituted 
many other developments in the variety store field. Murphy stores were the first to carry a 
complete line of electrical supplies. Women’s Apparel and style merchandise were also shown 
in Murphy stores years before such items were handled by other variety chains. Even in the 
early days, the services of style and apparel specialists were secured to help develop these new 
departments to their fullest extent. In recent years, the Company has spent vast sums of money 
in perfecting merchandise and advertising techniques to promote maximum sales. The 
Murphy past is indeed a one of pioneering. 

Murphy stores are located in 12 states and the District of Columbia, the greatest number 
of which are located in four states; 103 in Pennsylvania, 31 in West Virginia, 17 in Ohio and 
16 in Maryland. This concentration of stores within a relatively small geographical area was 
a definite plan of management which believed that a closely knit pattern would foster more 
efficient administration and a more economical distribution of merchandise. They strove to 
bring the advantages of large store operations to smaller communities. By 192 5 some of 
the earlier stores began to evidence need of repairs and modernization, and it was at that 
time that an improvement program, which is still being followed was begun. 

The General Offices of the Company are still located at its birthplace in McKeesport, 
Pennsylvania. These offices house the Executive, Buying, Merchandising, Sales, Personnel, 
Payroll, Bookkeeping, Auditing and Sales Promotion Departments and employ in the neigh¬ 
borhood of 400 persons. A Printing Department, Sign Shop and a modern Display Department 
are located in a nearby building. 

The Murphy Company is one of the few companies of its type to operate a modern ware¬ 
house from which merchandise is shipped to all stores. It, too, is located in McKeesport, 
Pennsylvania, on the main lines of the B. & O. Railroad and the banks of the Youghiogheny 
River. It contains 302,000 sq. ft. of floor space. In 1947, approximately fifty million dollars’ 
worth of merchandise, at sales value, passed through its doors en route to stores. 


In 1926, a Buying Office was opened in New York City. This office now occupies an entire 
floor of the building located at 212 Fifth Avenue. Five of the twenty-three buyers are located 
permanently in the New York Office, while the others are located in McKeesport and make 
frequent trips to New York and other noted markets, in their search for merchandise. 

, A Style Center was opened in New York City in 1940. Located at 275 Seventh Avenue, 
in the heart of the world’s leading garment district, it provides better service to stores in the 
procurement and delivery of women’s apparel. 

The G. C. Murphy Company presently employs regularly more than 15,000 men and 
women, expanding the operating forces to a total of over 2 3,000 during peak seasons; and, 
the annual payroll reaches well over fourteen million dollars. This is quite a contrast as 
compared with the first store opened in 1906 with five employees. TheG. C. Murphy Company 
strives at all times to create a spirit of cooperation and service among employees and between 
employees and customers. Along with this spirit of cooperation, plans were made for progres¬ 
sive employee relations and liberal benefits to all. Great progress has been made in recent 
years in working out these privileges and emoluments, brought about by an earnest endeavor 
to lead in the provision of every type of advantage for co-workers. 

A liberal vacation policy is provided for all regular employees, even those working as little 
as twenty hours each week. Employees having a service record of less than one year, receive 
a paid vacation of one week; those with more than one year’s service, receive a paid vacation 
of two weeks. After five years of service, three weeks comprise the vacation period; and, from 
fifteen to twenty-five years of service, a full month’s vacation is granted. After twenty-five years’ 
service, and there are many in this group, a total of five weeks* vacation is granted out of each 
year. A Veterans Club, comprising those employees with a service record of more than fifteen 
years, now has a large membership. Additional privileges and emoluments are enjoyed by 
veterans, people who have rendered loyal and faithful service for so many years. A Christmas 
Bonus Plan is in effect and the amounts received by each employee depend upon the length of 
service. A salary increment system, which insures review at regular intervals, brings periodic 
salary increases to all employees whose work is satisfactory. A Sick Relief Plan is also main¬ 
tained, paying up to 65% of salaries in the event of illness, after the first week, at no cost to 
employees. Group Insurance is provided by the Company without cost to all employees; and, 
in 1944 a Retirement Plan was inaugurated. 

The Company strives to place in key positions those employees who have come up through 
the ranks and who have a thorough knowledge of the business. Practically all of the Buyers 
and Home Office key executives are men who started with the Company in humble stockroom 
positions, advancing through the years to Assistant Managers, Store Managers, Field Repre¬ 
sentatives and finally to the Executive Offices. Young men who desire store management posi¬ 
tions are given the advantages of an Executive Training School covering a two-year course. 

Murphy salesgirls are recognized by the Company as the real "front" of the business. It 
is they who form the direct customer-contact; and, for their benefit, weekly sales schools 
are conducted in all stores with complete instructions emanating from the Home Office 
Personnel Department. 

Salesgirls are given special attention and taught the importance of a friendly attitude in 
customer contacts. It is the desire of the Company that each Murphy store be operated as an 
institution of service to the community in which it stands and that the "Spirit of Service" 
dominate all its policies. 

From the humble beginning of one store in 1906, the G. C. Murphy Company has grown 
into a large merchandising and service institution, still carrying on those same ideals which 
brought success through a past of pioneering. 



OF THE BOARD OF DIRECTORS 


M R. SHAW came to McKeesport in 1911 when he and the late J. S. Mack purchased 
controlling interest in the G. C. Murphy Company. He has served the Company continu¬ 
ously since that date, in various capacities: first as Vice President and Sales Manager; then, as 
General Manager of all Personnel, Merchandise and Sales Operations; later, as President; 
and finally, Chairman of The Board of Directors, which office he presently holds. 

Although a great portion of his time is consumed with company problems and policies, 
he still spends much time travelling among the stores, devoting his energies to merchandise, 
operating problems, personnel and major store improvements. 










A NATIVE of North Carolina, Mr. Sample first joined the Company in 1919 upon his 
graduation from college. Starting in the stockroom as a trainee, he progressed to positions 
of doorman, assistant manager, store manager and district manager in succession. Upon his 
entry into the executive offices, in 1924, he organized the Company’s first Personnel and Train¬ 
ing Department. He later served as Vice President and Sales Manager, and in 1946 was 
elected to the office of Executive Vice President, becoming President of the Company in 1947. 
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Board of Directors 
WALTER C. SHAW, chairman 


PAUL L. SAMPLE 

PAUL R. REED 

JAMES S. MACK 

WALTER C. SHAW, JR. 

EDGAR L. PAXTON 

KENNETH T. PAXTON 

HAROLD E. CROSBY 

J. CLARENCE KELLY 


Officers of the Corporation 


WALTER C. SHAW 

Chairman of the Board of Directors 

KENNETH T. PAXTON 

Vice President and 

Personnel Director 

PAUL L. SAMPLE 

President 

JAMES M. WILSON 

Assistant to the President and 

JAMES S. MACK 

Vice President and Treasurer 

Assistant Secretary 

WILLIAM S. THOMSON 

WALTER C. SHAW, JR. 

Vice President and Sales Manager 

Secretary 

EARL F. McCLUNE 

Assistant Secretary 

EDGAR L. PAXTON 

Vice President 
in Charge of Merchandise 

CARL F. SCHATZ 

Auditor and Assistant Treasurer 

HAROLD E. CROSBY 

PORTER D. ALBERT 


Vice President and Construction Manager Assistant Treasurer 


CHRISTINE L. KNODEL 
Assistant Treasurer 







up-to-date stores for the convenience of Murphy patrons. Just a few 
of those now in operation are pictured on these pages, each playing an important 
part of the business life of the community in which it stands. These are typical 
examples of Murphy stores to be found in 214 communities. 



The colonial architec¬ 
ture of Store #94, New 
Canaan, Conn., is in 
keeping with its sur¬ 
roundings. 


Store #205, York, Pa., 
in the historic section 
of the Keystone State. 
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Architect’s drawing 
of proposed new front 
for Store #38, Middle- 
town, Ohio. 


Store #12, Pittsburgh, * MURPHY £6. 
Pa., in the heart of the 
shopping district. 

Often referred to as 
"the world’s largest 
variety store.” 
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Store #196 East Lib¬ 
erty, Pittsburgh, Pa., 
the largest store in 
Pittsburgh’s most im¬ 
portant secondary 
shopping district. 


The recently enlarged 
and completely re¬ 
modeled Store #163 
North Side, Pittsburgh, 
Pa. 




The new Montgom¬ 
ery, W. Va., unit, #42, 
completely re-built 
and opened in 
October, 1947. 



































































J^^OW under construction and scheduled to open 
during the month of May, 1948. 

A strictly modern 5-story and basement building, 
faced with Indiana Limestone, occupying 19,934 feet 
of ground area at the busy corner of Fourth and Broad 
Streets. 

Three huge selling floors with a total area of 38,358 
square feet, all air-conditioned. 

The Richmond, Virginia, store will be not only the 
newest Murphy unit, but will also be the most modern 
and one of the largest. 










































Main floor salesroom. Store #104, Indianapolis, Ind. 


Attractive, well-lighted, modern salesrooms with wide, spacious aisles are outstanding 
features of Murphy stores. Containing every modern convenience, they provide 
pleasant surroundings and facilities for 18,500,000 shoppers. 






















Representing a cross-section of store interiors, showing the manner 
in which merchandise is displayed to facilitate ease in shopping and 
for the convenience of customers. 





Showing the section devoted to 
Men’s and Boys’ Apparel in Store 
#12, Fifth Avenue, Pittsburgh, Pa. 



First-floor Fountain-Luncheon¬ 
ette, Store #196, East Liberty, 
Pittsburgh, Pa. 






Recently installed Fountain- 
Luncheonette in the new first- 
floor addition to Store #198, 
Alexandria. Va 
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Modern stair treatment. Store 
#196, East Liberty, Pittsburgh, 
Pennsylvania 

«l •*> 


This modern escalator serves the 
second-floor salesroom, Store 
#196 East Liberty, Pittsburgh, Pa. 



















KEY TO DIS 




E RECTED in 1940, the McKeesport Warehouse serves all 214 
Murphy stores in 12 States and the District of Columbia with 
weekly shipments of staple merchandise. In addition to rendering 
a valuable merchandise service to stores, the Warehouse also works 
to the distinct advantage of manufacturers and other suppliers, who 
find it extremely convenient as well as economical, to make bulk or 
carload shipments to one point, rather than "drop” shipments to 
individual stores. 








rRIBUTION 



During 1947, the McKeesport Warehouse received and shipped more 
than $50,000,000 worth of merchandise at sales value, representing 
a sizeable portion of the Company’s total sales volume for the year. 
It is located on the main line of the Baltimore and Ohio Railroad, 
contains 302,000 square feet of space on two mammoth floors. The 
Warehouse is, indeed, the Key to Speedy and Economical Distribution. 







A closely knit organization, geographically designed 
for the economical distribution of popular priced mer¬ 
chandise. 













STORES IN TWELVE STATES AND 
THE DISTRICT OF COLUMBIA 


CONNECTICUT—5 Store; 

Ansonia 
Naugatuck 
New Canaan 
Stamford 
Torrington 

DISTRICT OF 

COLUMBIA—4 Stores 

Washington—4 stores 
(one not yet open) 

ILLINOIS—4 Stores 

Hoopcston 

LaGrange 

Pontiac 

Streator 

—12 Stores 

Brazil 

Clinton 

Columbus 

Fort Waynd 

Grcencastlc 

Indianapolis—2 stores 

Linton 

Rockville 

Seymour 

Shelbyville 

Washington 

— 4 Stores 

Ashland 

Maysville 

Paintsvillc 

Pikevillc 

—16 Stores 

Annapolis 

Baltimore—10 stores 

Cumberland 

Frostburg 

Rockville 

Silver Spring 

Westminster 

MICHIGAN— 1 Store 

St. Joseph 

EY—4 Stores 

Ocean City 
Washington 
Westfield 
Wildwood 


NEW YORK-9 Stores 

Buffalo 

Dansvillc 

Fredonia 

Jamestown 

Lancaster 

LcRoy 

Medina 

North Tonawanda 
Syracuse 

OHIO—77 Stores 

Alliance 

Bamcsvillc 

Bcllaire 

Bcllcfontainc 

Circleville 

Gallipolis 

Greenville 

Middletown 

Piqua 

Salem 

Sidney 

Toronto 

Troy 

Van Wert 

Washington Court House 

Wilmington 

Youngstown 

PENNSYLVANIA 

—103 Stores 

Aliquippa 

Ambridge 

Bangor 

Barncsboro 

Beaver 

Beaver Falls 

Bedford 

Bcllcfonte 

Bellevue 

Bethlehem 

Blairsville 

Brentwood 

Brook ville 

Brownsville 

Burgcttstown 

Butler 

California 

Carnegie 

Charleroi 

Clairton 

Clarion 

Clearfield 

Conncllsvillc 

Corry 

Derry 


PENNSYLVANIA 

— Continued 

Dormont 

Duqucsnc 

East Pittsburgh 

Elizabeth 

Ell wood City 

Eric—2 stores 

Etna 

Everett 

Farrell 

Ford City 

Franklin 

Gettysburg 

Green sburg 

Greenville 

Grove City 

Hanover 

Harrisburg 

Hollidaysburg* 

Huntingdon 

Indiana 

Irwin 

Jeannette 

Johnsonburg 

Kittanning 

Latrobe 

Lehighton 

Lewistown—2 stores 

Ligonier 

McDonald 

McKeesport 

McKees Rocks 

Meadville 

Mercer 

Mcycrsdalc 

Midland 

Moncsscn 

Mt. Lebanon 

Mt. Oliver 

Mt. Union 

Nazareth 

New Bethlehem 

New Castle 

New Kensington 

North East 

Oakmont 

Pitcairn 

Pittsburgh—7 stores 

Puxsutawney 

Red Lion 

Rochester 

St. Marys 

Scranton 

Scwicklcy 

Sharon 

Shippensburg 


PENNSYLVANIA 

— Continued 

State College 

Swissvalc 

Tarentum 

Titusville 

Turtle Creek 

Uniontown 

Vandcrgrift 

Verona 

Warren 

Washington 

Waynesburg 

West Newton 

Wilkinsburg 

Wilmcrding 

York 

I A—3 Stores 

Alexandria 

Clarendon* 

Richmond** 

WEST VIRGINIA 

— 32 Stores 

Becklcy 

Buckhannon 

Clarksburg 

East Rainelle 

Elkins 

Fairmont 

Hinton 

Hollidays Cove 
Kcyser 

Logan—2 stores 

Montgomery 

Morgantown 

Moundsville 

Mullens 

North Fork 

Parkersburg* 

Philippi 

Piedmont 

Point Pleasant 

Princeton 

Richwood 

Shinnston 

Sistersvillc 

South Charleston 

Spencer 

Weirton 

Welch 

Wcllsburg 

Weston 

Wheeling 

Williamson 


*Sfores leased but not yet open. 

**0 pen about May 1948. 







G. C. MURPHY COMPANY 

4 2 YEARS OF PROGRESS 


Year 

Number of 

Stores 

Sales 

1947 

209 

$ 119 , 358,580 

1946 

209 

110 , 327,508 

1945 

209 

95 , 905,410 

1944 

207 

88 , 936,595 

1943 

207 

82 , 078,319 

1942 

207 

76 , 987,255 

1941 

207 

63 , 514,748 

1940 

204 

53 , 365,581 

1939 

202 

47 , 284,970 

1938 

201 

42 , 190,212 

1937 

200 

42 , 522,253 

1936 

195 

37 , 995,419 

1935 

189 

31 , 597,890 

1934 

186 

28 , 001,013 

1933 

180 

21 , 884,789 

1932 

176 

18 , 532,012 

1931 

172 

19 , 238,362 

1930 

166 

17 , 498,023 

1929 

153 

15 , 726,652 

1928 

133 

12 , 118,188 

1927 

113 

10 , 233,508 

1926 

92 

8 , 567,022 

1925 

88 

6 , 493,897 

1924 

85 

5 , 158,501 

1923 

75 

3 , 950,876 

1922 

61 

2 , 702,951 

1921 

60 

2 , 231,523 

1920 

51 

2 , 051,288 

1919 

46 

1 , 435,420 

1918 

42 

1 , 352,519 

1917 

38 

1 , 032,854 

1916 

32 

772,222 

1915 

30 

602,126 

1914 

27 

502,474 

1913 

23 

473,030 

1912 

18 

370,616 

1911 

12 

251,699 

1910 

10 

262,514 

1909 

10 

230 , 453 / 

1908 

6 

250 , 8 . 6 / 

1907 

5 

297/41 

1906 

3 

^____^ T 96,150 


Percentoge Gain or Loss Average Yearly 


Over Previous Year 

Sales Per Store 

8.2 

$ 571,094 

15.0 

527,883 

7.8 

458,878 

8.4 

429,645 

6.6 

396,514 

21.2 

371,919 

19.0 

306,835 

12.9 

261,596 

12.1 

234,084 

. 8 - 

209,902 

11.9 

212,611 

20.2 

194 , 848 / 

12.8 

167,1 85 r 

27.9 

150,548 

18.1 

121,582 

3 . 7 - 

105,296 

9.9 

111,051 

11.3 

105,410 

29.8 

102,789 

18.4 

91 J 14 







O CCUPYING the entire ninth floor of the 
212 Fifth Avenue Building, the New York 
Office serves as headquarters for those buyers 
normally based in McKeesport, Pa. It is also a 
permanent home for those buyers whose lines of 
merchandise make it imperative that they be in the 
market constantly, in order to take full advantage 
of conditions brought about by ever-changing 
wholesale costs. 


A Section of the Buyers’ Room—New York Office 












































T HE STYLE CENTER is located at 275 Seventh Avenue, in the heart 
of the world’s leading garment manufacturing district. It serves as 
buying and shipping headquarters for Women’s, Misses’ and Girls’ 
Dresses, Coats, Suits and other lines of strictly Style Apparel. The 
apparel buyer is located in the Style Center permanently, in the market 
daily, with his finger constantly on the pulse of market conditions, ready 
to take advantage of "spot buys” for the benefit of Murphy customers. 


Interior View of the New York Style Center 
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531 FIFTH AVENUE, McKEESPORT, PA. 


O N the original site of the first Murphy "Five and Dime” store, the Home Office has 
grown over the years as the number of stores has increased. Here are located manage¬ 
ment, finance and buying divisions as well as all other departments necessary to operation 
of the business. 



















Main Reception Room 


Merchandise Investment Control Department 



A section of the Tabulating 
Department where cards are 
punched for automatic machines. 


Central Filing Department 


Artists draw illustrations of mer¬ 
chandise on price lists from 
which stores place orders. 



























The Tabulating Department is equipped with the 
latest high-speed automatic equipment. 


The Invoice Department processes for payment 
more than 1,000,000 individual invoices annually. 



Two registered nurses are constantly 
on duty in the Health Department 


Memorial Lounge dedicated to co- 
workers who served in the cause 
of liberty 




Traffic Department 


The Architectural Department 
designs and produces plans and 
specifications for all new buildings 
and remodelings 
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ORIGINATE AT THE HOME OFFICE 



Merchandise Committee meets every 
tday morning at which time the various 
rs present their merchandise selections 
ipproval and to formulate plans for dy- 
ic sales promotive effort. 


V ARIOUS Home Office Executives and Com¬ 
mittees are responsible for the many Special 
Services so essential to store personnel in the 
daily operation of each Murphy unit. These 
Committees represent the guiding hand behind 
the scenes and cover practically every phase 
of the business. 


The Operating Committee, composed of officers and 
executives of the Company, meets monthly for the 
purpose of deciding upon operating practices and 
policies, as well as passing finally on all suggestions 
received from co-workers. 
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BUYING 


DIVISION 


R. M. BLANK 

Candy, Cookies and Cakes 

J. J. HIGHAM, Assistant 
Candy, Cookies and Cakes 

J. D. KAYLOR 
Toys, Games and 
Christmas Tree Ornaments 

R. D. BLOSE 
Toiletries 

J. F. HILTY, 


A. E. BAKER 

Men’s and Boys' Wear 

G. F. BLAIR 

Infants' and Girls' Wear 

W, R. VOORHIS 

Women's and Misses’ Underwear 

(Miss) B. M. CALLAHAN, Assistant 
Brassieres, Foundation Garments 

P. M. PETRARCO 
Hosiery 


E. L. PAXTON 

Vice President 
In Charge of Merchandise 


W. A. KNAUBER 

Merchandise Manager 

DIVISION "A” 


J. P. STEELE 

Stationery, Greeting Cards, 
Books and Magazines 

E. G. PROCIOUS, Assistant 
Adult and Children’s Books, 
Magazines 


J. L. RIDGE 
Electrical Supplies, 

Lamps and Shades 

A. E. WINTHER 
Paint and Accessories, 
Housewares, Seasonable 
Items and Pet Supplies 


(Miss) H. M. BOWSER, Assistant 
Greeting Cards 

H. P. RILEY 

Notions, Hair Notions, Patterns, 
Handbags and Belts 


O. A. WOOD, Assistant 
Seasonable Items and 
Pet Supplies 

T. M. MESSNER 
Hardware 


Dinnerware, Glassware, Tin, Enamel and Aluminum 




C. W. BROWN 

Merchandise Manager 

DIVISION "B” 

J. C. GETTY 
Footwear 

G. H. VAN TUYL 
Handkerchiefs, Art Goods 
and Supplies 

A. G. MULLER 

Dress and Wash Goods, 

Dry Goods 

W. F. GREENLEAF 
Curtains, Draperies, Oilcloth 
and Floor Coverings 


M. A. TENNANT 
Jewelry, Luggage, Novelties 
and Music 

D. L. TORMEY 
Dress Accessories, 

Lace and Ribbon 

W. A. HARVEY 

Women’s and Misses’ Outerwear 

A. B. WILSON 
Dresses 


H. W. LOUNSBURY, Fountain, Restaurant and Delicatessen 
W. D. HARNACK, Assistant 



T HE G. C. Murphy Company maintains an aggressive Sales Promotion Department for the 
planning and handling of all promotive effort in the stores. 

Advertising in all its phases. Window and Interior Displays as well as the preparation of 
monthly Sales Programs, comes under the supervision of this department. 

Much time and effort is spent by the heads of this department in working with Manufac¬ 
turers and Suppliers, for the purpose of formulating plans for the promotion of their products 
in all Murphy Stores. 







T HE Display Section is an important part of the Sales Promotion Department. It is staffed 
by men and women who have become proficient in the display arts through years of 
actual store experience. 


Here, through the use of "dummy” windows, are created window and counter displays 
to be photographed and forwarded to all stores, together with complete plans and instructions 
for their reproduction by display men and women in 214 stores. 



The Display Department 
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}PHY CO. 


HOLDERS 

t DIRECTORS 

C. SHAW 


. SAMPLE 

•s id ent 








MERCHANDISE 

MANAGER 


MERCHANDISE 

MANAGER 


_ : 

Buyers 


Cendy, Cakes 
and Cookias 

Toys, Gamas, 
Christmas Tree 
Trims 

Toilet Articles 

Stationery 
Greeting Cards 
Magazines 
and Books 

Sewing Notions 
Hair Notions 
Patterns 


1 

Buyers 


Buyers 


Buyers 

1 

Handbags 


Men's and 


Oilcloth and 


and Belts 


Boys' Wear 


Floor Coverings 


Lighting Goods 


Infants' and 
Girls' Wear 


Jewelry 

Luggage 


Housewares 
Seasonable Items 


Women's 
and Misses' 
Underwear 


Novelties 
and Music 

Dress 


Pet Supplies 


Hosiery 


Accessories 


Paints and 



Lace and 


Accessories 


Footwear 


Ribbons 




Handkerchiefs 


Women's 


Hardware 


Art Goods 


and Misses' 




Supplies 


Outerwear 


Dinnerware 


Dress Fabrics 


Women’s 


Glassware 


Dry Goods 


and Misses' 


Tin, Enamel 


Curtains 


Dresses 
and Girls' 


and Aluminum 
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Vice President and 
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Vice President and 
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